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条件。同时，本文借助 SWOT 矩阵对 R公司市场营销的优劣势条件以及机遇与威
胁进行了分析。SWOT 矩阵分析表明 R 公司市场营销的优势与机遇大于劣势与威







































In the context of China's economic development level and residents' awareness 
of health consumption, the development of China's pharmaceutical industry has 
ushered in a great historical opportunity, and in vitro diagnostic reagents as a more 
use of medical products, the market potential is enormous. In our country, in the 
market marketing of the in vitro diagnostic reagents, local enterprises still have some 
problems in the methods and ways of marketing. In this paper, R company as the 
research object with its "in vitro diagnostic reagent market marketing strategy" as the 
research topic research. In the process of the study, the literature analysis, qualitative 
and quantitative analysis methods are used to study the current marketing 
environment and competition situation of R company.  
In this paper, the following conclusions are drawn: first, whether from the 
government's policy support level or the level of national economic development is 
conducive to the development of in vitro diagnostic reagents industry. With the 
development of our country's residents' acceptance of the concept of health and the 
development of the population aging, the future of our country in vitro diagnostic 
reagent market will further expand; at the same time, the progress of bio 
pharmaceutical technology will further promote the enterprise to develop 
cost-effective products. Second, from the current product competitive environment, 
the competition at home and abroad is more intense; however, by the industry's 
special impact on its potential competitors and suppliers of bargaining power is not 
strong. R company in vitro diagnostic reagents marketing advantages and 
opportunities include: the domestic market growth space, the country's policy support 
for the development of in vitro diagnostic reagents, advanced research technology, 
large-scale production and relatively perfect sales channel system. Disadvantages and 
threats factors include: the number of high quality employees has limited the pace of 
development of enterprises, the internal organizational system is not perfect, the lack 
of corporate culture construction, foreign enterprises and domestic enterprises to 
enter the hair makes the competition pressure of the industry. Again, R company can 
choose the target market is the major hospitals and distributors. In addition, the 















development of R community hospital and network market. The strategies of 
improving the marketing ability of R company in vitro diagnostic reagents include 
the following aspects: product strategy, packaging strategy, price strategy, channel 
strategy, advertising strategy, promotion strategy, public relations strategy, the use of 
network marketing to supplement the traditional marketing. 
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第一章  绪论 
第一节 研究背景 
    随着我国经济的发展以及医疗条件的改善，体外诊断试剂作为一种能够快
速诊断、预防以及检测疾病的工具受到医疗机构和患者的欢迎。而对于生产体
外诊断试剂的企业而言这就形成了一个巨大的潜在市场；中国医药市场研究网
在 2013 年和 2014 年分别发布了我国体外诊断试剂的市场规模预测，并指出在













































该部分内容中，论文对研究中涉及到的 PEST 分析方法、SWOT 分析方法、波特五
力模型等分析方法进行阐述，为本文的研究与分析提供准备；第四，R公司内外
部环境分析。这一部分主要介绍 R 公司市场营销的内部环境、宏观环境、行业
竞争环境；第五，R 公司体外诊断试剂市场的 SWOT 分析与营销现状部分，该部
分主要对 R公司体外诊断试剂市场进行 SWOT 分析，产分析了 R公司体外诊断试
剂市场营销现状；第六，提升 R 公司体外诊断试剂市场营销能力的策略。该部
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二、研究方法 










   （3）模型分析法：在本文的研究中为了进一步的分析 R 公司体外诊断试剂
营销的内外部环境，在本文的研究中采用了多种分析模型来进行营销环境的分
析。 
   （4）定性与定量分析相结合的分析方法：在本文的研究中为了说明 R 公司
在市场营销上的现状以及存在的问题，一方面通过大量的营销数据进行定量的
分析；另一方面结合专业知识对相关问题进行定性的说明。 


























第二章  国内外研究综述与分析方法 
第一节 相关研究综述 
一、国外相关研究综述 
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